Vietnam in recently years is considered to be a country with rapid development of the e-commerce with a lot of online shopping sites e.g., Shoppee, Lazada, Tiki, and Adayroi. These sites provide a high variety of products from household devices to motorbike. However, Vietnamese people are still aware of risk in doing e-purchasing. They often go to tradition outlets to buy products. This study aims to investigate the antecedents of customers' intentions for the case of using Internet as a new way to purchase products in Vietnam. A research model is developed relied on the integration of theory of Technology Accepted Model and Perceived risk theory to predict customer intentions to online shopping. Five factors are included in this research: Perceived Usefulness, Perceived Ease of use, Perceived Risk, Customer's Attitude and Customer's intention. A convenience sample of 336 respondents was collected through online and offline survey. The results of this study support that exist a positive relationship between Perceived ease of use and Perceived usefulness. Attitude, in turn is positive affected by Perceived ease of use and Perceived usefulness in which Perceived ease of use has stronger influences. While perceived risk negative impacts customers' intention, perceived risk and Perceived usefulness, on the other hand, positive influences customers' intention. All hypotheses are supported. It is evident that online shoppers intention are evaluated mostly based on their attitude, perceived usefulness, perceived ease of use and perceived risk.
Introduction
In Vietnam, over the last five years, in average, the amount each person spend time on Internet are raising up. Most of the time they spend for surfing, entertainment, but the number of people using this time for doing online purchasing is also considered to conduct research. Together with clothes, shoes, e-devices, home devices and a lot of kind of the products are also in the market. While Vietnam product market involves many local and foreign competitors (more than 200 brands) (Nguyen & Sirikhoon, 2008; Phuong, 2011) , customers have more selection for the same kind of product. As the result, product market is more competitive for producers to compete with each other. In the past, customers mostly require a physical check before buying products since its nature; most products were sold at stores, supermarkets Phuong (2011) . However, buying products in these places often cost twice as much Phuong (2011) . Therefore, both the seller and buyer seek to online shopping to gain more benefit. Therefore, the main objective of this research is to find out factors affecting customer's intention to purchase product online. Practically, it is expected that the results of this research will provide better understand the antecedents of customers intention as well as strategic implication for online product vendors to enhance customer intention to online shopping in Vietnam
Theoretical Foundation
The theoretical framework of this study is based on several noticeable relevant previous studies. This study used the integration of two theories: Technology Acceptance model (Davis, Bagozzi, & Warshaw, 1989) and customer perceived risk of online shopper (JI, Zheng, & Chen, 2012; Lee, Tan, & Lim, 2000; Mitchell, Davies, Moutinho, & Vassos, 1999) .
Technology Acceptance Model (TAM)
Davis first introduced The Technology Acceptance Model in 1989. This model is well known as an explanation and prediction the behavioral intention of users toward new technology (Li & Huang, 2009; Chuttur, 2009) . The model includes following constructs:
1) Perceived usefulness (PU)
"Usefulness" is defined as the extent to which a user believes that using the new technology will improve his or her performance in compare with not using (Davis, Bagozzi, & Warshaw, 1989) . Applied in this research context, "usefulness" is the degree which a consumer believes that purchasing product from online retailers would increase his/ her shopping effectiveness. Other researcher defined "usefulness" as the degree of someone belief that using Internet will enhance his/her performance (Moon & Kim, 2001 ). More closely to this research, usefulness refers to customer's perception that using Internet will enhance their online shopping outcome (Perea y Monsuwé, Dellaert, & De Ruyter, 2004 ). An application will be evaluated as high in perceived usefulness when the users realize a positive relationship between their utilization and the job performance (Davis, Bagozzi, & Warshaw, 1989) .
2) Perceived ease of use (PEU)
"Ease of use" is defined as the degree to which an individual believes that using a new technology will help them be effortless (Davis, Bagozzi, & Warshaw, 1989) . Applied into this research context "usefulness" is the degree which a consumer believes that purchase product from an online retailers would increase her shopping effectiveness (Pavlou, & Fygenson, 2006) . In other words, "Ease of use" can be used to measure how online shopping can help consumers shopping more efficient and effective (Perea y Monsuwé, Dellaert, & De Ruyter, 2004) .
3) Attitude toward buying product online (ATT)
Attitude is defined as the level of favorable or unfavorable an individual hold on specific action. A person will intend to act a specific behavior when he/she perceives it as positive and vice versa. Specifically, attitude toward purchasing product online is measured by the positive or negative evaluation of consumers toward buying product online behavior (Chiu, Lin, & Tang, 2005) .
4) Intention to buy product online( INT)
Intention is defined as an indicator to measure the willingness and effort of an individual to do or endeavor to do certain behavior. Intention to buy product online reveals the willingness of a person to buy certain kind of product or services (Li & Huang, 2009 ). (Davis, Bagozzi, & Warshaw, 1989) In his study, Davis had shown the correlation between perceived usefulness, perceived ease of use, attitude and behavioral intention toward new technology. According to this theory, perceived of usefulness and perceived ease of use are both used to determine an individual attitude toward the new technology. The attitude and perceived usefulness in turn determines his/ her intention to use it. Last but not least, customers' perceived usefulness is positively impacted by their perceived ease of use. Thus, these factors can be used to explain the different between different customers.
5) Technology acceptance model (TAM)
Although this research is used to understand the adoption of new technology in workplace, many researches had extended and applied this model to online shopping and found out the strong correlation between this model and both of these factors are shown to be important to user's perceptions of the World Wide Web (WWW) systems. For instance, Moon and Kim also studied and extend the use of TAM in the WWW context. There work results find out that TAM is true to predict the acceptance of customer in WWW context (Moon & Kim, 2001 ). Adapt ijef.ccsenet.org International Journal of Economics and Finance Vol. 10, No. 10; TAM into their study, other researcher also received the similar results: compatibility, usefulness, ease of use, usefulness and security plays an important role to predict consumer's attitude toward online shopping (Eri, Islam, & Daud, 2011) . The same result is found out when applied TAM into E-commerce, TAM's construct are valuable to explain users' intention to use E-commerce (Johar & Awalluddin, 2011) .
Perceived Risk (PR)
In a shopping environment full of counter fake product products or products with unclear originality which account for 60% of sales like Viet Nam, perceived risk is one of the barrier consumers may concern when they are going to made online purchase decision (Cosmetics Market Brief in Vietnam). Perceived risk is defined as an individual's perception about the prospective uncertainty outcomes which can occur during the online purchase transaction. Therefore, it is necessary to integrate perceived risk into the research model When making buying decision process, consumers often consider several kinds of risk before have the final decision. The higher level of perceived risk, the less probability that consumer will purchase these product online, the more likely that he/she will shift to traditional purchase (Moshrefjavadi, Dolatabadi, Nourbakhsh, Poursaeedi, & Asadollahi, 2012) . These kinds of risk vary from people to people but the most frequently kind of risk that customers consider when making online shopping decision involves: financial risk, product risk, convenience risk, non-delivery risk (Ariff, Sylvester, Zakuan, Ismail, & Ali, 2014) .
Hypotheses Development 1) The relationship between Perceived ease of use and perceived of usefulness
Perceived usefulness has been suggested that it is positively impacted by perceived ease of use. An increase in customer's perceived ease of use can directly attribute to the improvement of perceived usefulness due to the effort reduction of buyer (Davis, Bagozzi, & Warshaw, 1989) . Hence, the authors propose the following hypothesis:
H1: Perceived ease of use of product online purchase has positive influences on perceived of usefulness.
2) The relationship among perceived usefulness, perceived ease of use and attitude toward buying product online
Again, the correlation between perceived usefulness, perceived ease of use and attitude was suggested: "Attitude is jointly determined by perceived usefulness and perceived ease of use, with relative weights statistically estimated by linear regression: Attitude= Perceived usefulness + Perceived ease of use" (Davis, Bagozzi, & Warshaw, 1989) . Thus, the following hypotheses were formed:
H2: Perceived usefulness has positive influences on attitude toward buying product online.
H3: Perceived ease of use has positive influences on attitude toward buying product online.
3) The relationship between Perceived risk and Customer intention to buy product online
There exist a negative relationship between perceived risk to online shopping and intention to buy product online (JI, Zheng, & Chen, 2012) . It was argued that customers will suffer more anxiety, tension when they perceived that the risk is high which will lead to their rejection to online purchase. Other researchers also found the same results: consumers will be more inclined to buy a product if they can trust the suppliers. Further researchers found that perceived risk has significant impacts on purchase intention (Mitchell, Davies, Moutinho, & Vassos, 1999) . Therefore, the authors suggest that:
H4: Perceived risk has negative influences on behavioral intention to buy product online.
4) The relationship between Attitude toward buying product online and intention to buy product online.
If everything being equal, an individual who forms positive attitude to a new technology will consequently lead to his/her intention to use it (Davis, Bagozzi, & Warshaw, 1989) . The work of other researchers concluded that attitude is the most significant factor influencing intention (Al-Rafee & Cronan, 2006) . The same logic was observed that intention to purchase online is positive impacted by their attitude (Lim & Ting, 2012) .
Therefore, the following hypothesis is conducted:
H5: Attitude toward buying product online has positive influences on intention to buy product online.
5) The relationship between Perceived usefulness and intention to buy product online
People always create intention to a target response or behavior when they can perceive that performing certain behavior will improve their job performance. If they do not realize any sign that using this application will help to complete their job better, they are going to ignore it (Davis, Bagozzi, & Warshaw, 1989) . The same logic is ijef.ccsenet.org
International Journal of Economics and Finance Vol. 10, No. 10; inferred in this case, people find the task of online purchase is easy, that may increase their intention to buy product online.
H6: Perceived usefulness has positive influence on intention to buy product online.
Research Model
Based on the above literature review and hypothesis, an adapted research model is constructed as follows: Figure 1 . Research model
Research Methodology

Research Survey
The main context of this paper is online, so we only investigated people using Internet a lot. We conduct online survey through Google forms. Our target groups are young generation. We delivered forms in 04 months (from December, 2017 to March, 2018) to collect the target numbers. We have to spend some money for Facebook ad for this survey. Since the content of the survey is short, so we do think the data inputs are valuable to conduct a reliable research.
Data Analysis
In order to fulfill the requirements of this research, collected data will be analyzed by using Statistical Package for the Social Science (SPSS version 20.0) and AMOS version 20. This process is used to inspect, transforming data with the purpose to generalize and support conclusions, hypothesizes by the following test: Descriptive statistics, Reliability test, exploratory factor analysis (EFA), Confirmatory factor analysis (CFA), Structural equation modeling (SEM). Table 1 gives a short introduction about our participants in this study. There were 336 people willing to help us fulfill the requirements of the questionnaire. They are aged from 16 to larger than 30 years old and almost equivalent in gender. Interestingly, the young generation now is evolved in e-purchasing when the aged between 19-30 years old ranged at nearly 80%, and most of them are students and office workers. Commonly, these numbers can reflect to the situation in Vietnam that when people know how to use Internet and online shopping, they will tend to use. As recommended, the e-purchasing and e-commerce will be potential in Vietnam when we have good policies and security from the service providers. 
Data Analysis and Finding
Characteristics of Sample
Reliability Testing and Exploratory Factor Analysis (EFA)
Reliability test is conducted with the purpose checking the consistent degree of scale Bhattacherjee (2012) . In this study, this consistent degree was measured through Cronbach Alpha indices and Composite Reliability. Firstly, a common rule of thumb is that a scale is good enough for conducting research in social sciences if Alpha value > 0.7 (Hafiz & Shaari, 2013) . The Cronbach Alpha for five constructs was 0.71 or above (Table 3) suggesting that all constructs have high internal consistency. Secondly, Composite Reliability must be equal or greater than 0.7 to ensure consistent with Cronbach's alpha criteria (Fornell & Larcker, 1981) . Table 3 represents that all Composite Reliabilities are higher than 0.7. Therefore, all constructed are reliable.
Exploratory Factor Analysis
The current data is suitable for Exploratory Factor Analysis since its Kaiser-Meyer-Olkin (KMO) was 0.89 and Bartlett's test of Sphericity was significant (p=.000, df=226). In the case of convergent validity, all factor loadings of each item was higher than 0.5 while the gap between each items has absolute greater than or equal 0.3 which can satisfy the requirement of discrimination validity
After reliability test and Factor Analysis, there has no items being drop out from the proposed model. There are 24 items which is extracted into five constructs: 
Confirmatory Factor Analysis (CFA)
The table below reflects the threshold of goodness-of-fit indices and its current figures of the model. It is inevitable that the model good of fit is good. All fit indices are satisfied the recommended values. 
Convergent Validity
The convergent validity is achieved if factor loading for each item greater than or equal 0.5 and Average Variance extracted( AVE) greater than 0.5. Firstly, all factors loading are ranging from 0.635 to 0.851 (Table 4) . The two lowest AVE is Perceived usefulness and Perceived ease of use (0.492 and 0.498, respectively) ( Table 3) .
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Check Discriminator Validity
The discrimination validity of each construct can be measured through the following indices and thresholds:
The below results reflect that all criteria are met. Therefore, the discrimination is achieved. As can be seen from the SEM result, all paths are significant since its p-value are both less than 0.05.Six hypotheses were also supported.
The study results confirmed the positive relation between Perceived ease of use and perceived usefulness (β = 0.504; p <0.01). Therefore, H1 is supported. As it is expected, there is a positive relation between Perceived usefulness and attitude toward buying product online (β = 0.3; p < 0.01). Thus, H2 is confirmed. The same result was found on the relationship between Perceived ease of use and Attitude toward buying product online (β =0.379, p<0.01).H3 is also supported. Perceived risk was found has negative influences on Intention to buy product online (β=-0.813, p<0.01). H4 is supported. Intention to buy product online is strong influenced by attitude toward buying product online (β=0.601, p<0.01) while Perceived usefulness has a smaller influences (β= 0.305, p<0.01) H5, H6 are confirmed.
The R 2 for Customer intention, attitude and perceived usefulness were 0.57, 0.37 and 0.2 reflecting that the model provides strong explanations of the variance in customer intention, attitude and perceived usefulness.
Check for Model Fit
Chi-squared of this model is 304.536 degree of freedom is 165 with p-value=0.000. The value of Chisquare/degree of freedom is less than 5 which is approximately 1.808. More to the point, order indices also fit well: CFI=0.936, TLI=0.929, AGFI= 0.856. All of these indices are closely to 0.9. RMSEA numerator is good fit because this number is less than 0.06. Therefore, it can be accepted that the model has a good fit.
Finding and Conclusion
Discussions of Results and Implications
This research gives the authors empirical evidences to confirm the roles of customers' attitude, perceived usefulness and perceived risk on customers' intention as well as the roles of perceived usefulness and perceived ease of use as antecedents of attitude. It can be recognized from this study that attitude, perceived risk and customer perceived usefulness have positive impact on the intention of customers. On the other hand, perceived ease of use, perceived usefulness was founded to have a positive impact on customer's attitude. Customers' experiences about the transaction process, the effort they must spend and the ability to buy certain product are extremely important to form positive attitude of consumers Customers' perceived usefulness is also influenced by perceived ease of use. The more customers perceived buying products online as something easy, the more useful they perceived. In summary, a consumer who evaluate buying product online as useful, easy, low risk will form a favorable attitude and more willing to buy product online.
This study recommends the following managerial implications:
• Website: In order to keep the buying products process easy and flexible it is necessary for online vendors to adjust the layout and content of their selling tools (websites, fan page ….) to be user-friendly and match the preference of the target consumers. Moreover, contents of website should be arranged approximately so customer can find what they want fast and easily. Help and assistance tools, live customers support and chat room are essential remedies for this issue. Furthermore, online retailers should concentrate on developing effective guidance such as video clip to tutor for consumers who are not familiar with online shopping Consumers are also face the risk of receiving products different from the described products they saw on the ijef.ccsenet.org International Journal of Economics and Finance Vol. 10, No. 10; Internet. It is wise to give consumers more information about each product as much as real such as provide video or 3D image so consumers can imagine these products easily. In order to make customer feel buying product online useful, retailer should improve customers shopping performance and productivity, a list of products should be provided on a sidebar so customer can focus on their goal, avoid distractions which would reduce their shopping productivity (Lim & Ting, 2012 ).
• Delivery Service: In order to save time of consumer for shopping, the web retailers should not ignore the important of delivery service which directly increase customers' convenient and then improve their productivity. Customers may fear that their products will be distorted or damaged due to the carelessness of shippers. Therefore online vendors need to deal with a prestige shipping service providers.
• Payment: Online vendors should pay more attention to financial risk by developing a special type of credit card which are separated from their bank accounts or allow payment after delivery which will motivate consumers and reduce their fear
Limitations and Recommendation for Future Research
It is impossible to avoid limitations in each study. The first restriction comes from the demographics characteristics of sample. Most of respondents are student with low to middle income. Therefore, the research results might be biased toward this group. Next, even though the recommended research model has find out the relationship between these variables, it is still necessary to conduct a research to find out more variables which can predict customer intention better
